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Since the reform and open up, along with the rapid development of economy, not 
only the national citizen’s income have grown sustainably, also has the live level of 
the people improved greatly, and long-time suppressed consumption demand is 
released gradually. Facing with progressive and huge potential consumer market, 
since the 1990s, Carrefour, Wal-mart, Metro, etc, as the representative of the global 
retail tycoon have entered the Chinese market, which is regarded as a competitive 
target market. Especially under the impact of 2008 financial crisis, international 
economy and consumer market became weak. However, Chinese government issued a 
variety of policy in order to boost domestic demand; these global retail giants 
accelerated their expanding and distribution in the Chinese market, which is no doubt 
that the action intensified Chinese domestic retail competition.  
Facing the changing of consumption environment and increasingly fierce 
competition in the market, the growing China's retail enterprises are experiencing 
great unprecedented challenges than ever. The traditional "big sale, small profit" 
model already can not adapt to the current market, how to deal with the relationships 
among enterprise, customers, employees, suppliers, competitors and other 
stakeholders, establish a good business environment, is the important issue each 
domestic retail enterprise must take consideration and action.   
As one of the leaders in the retail industry, Walmart stores has developed a 
unique and advanced relationship marketing mode within nearly 50 years gradually, 
Walmart always puts great efforts on dealing with relationship among suppliers, 
customers, communities and competitors, and has established a good brand reputation 
through long term practice, with that Walmart has consolidated its competiveness and 
became one of the minority multinational ratail enterprises that keeping increased 
income against the global financial crisis. 














external condition, and then to Wal-mart, especially focusing on how to conduct 
relationship marketing strategy with its customers, employees, suppliers, competitors, 
and the influencer, etc in United States, China, Britain, Japan and other countries 
regarded as its main business area. Finally provide some idea and suggestion for the 
implementation of relationship marketing strategy from domestic retail enterprise. 
Hopefully, through the analysis of Wal-mart group's relationship marketing strategy, it 
will provide some good example for the domestic retail enterprise and stimulate 
thinking. 
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第一章  绪论 
 1
第一章  绪论 
本章将着重介绍本文的研究背景、研究目的及研究思路。 
























                                                        












































































                                                        











































                                                        
1 资料来源：【英】马丁·克里斯托弗 【英】阿德里安·佩恩 【澳】大卫·巴伦泰恩著，逸文 译，《关系
营销-为利益相关方创造价值》，中国财政经济出版社，2005 年 7 月。 
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